Quality of mobile connectivity in Nigeria has accounted for significant 'Digital divide' in term of usability between voice and data transmission with effect on quality of operation in some organization especially in the financial sector. This paper evaluates bank service quality, mobile connectivity and adoption of internet banking among selected University Students in Oyo state Nigeria.
INTRODUCTION
Internet or online banking relates to online system which allows bank customers to plug into a host of banking services from a personal computer or kindred electronic devices by connecting with a bank computer through an internet mobile connectivity. The growth of the internet and Information Technology (IT) has revolutionalized traditional banking services from the rudimentary savings and lending system to include an array of banking services ranging from checking accounts, credit card and money market transactions; among others. The provision of banking and related services through the application of extensive information technology otherwise referred to as virtual banking commenced in the seventies. According to Shelkar & Shelkar (2013) virtual banking encompassed such services as the ATM, shared ATM Networks, Electronic fund Transfer at point of sale EFTPos, Smart card stored value cards, Phone banking and more recently internet banking. The salient features of this system of banking are the overwhelming reliance on information technology and less reliance on physical bank branches (i.e. branchless banking) to deliver banking services to the customer. According to Oginni et al (2013) internet technology has brought about a paradigm shift in banking operations to the extent that banks embrace the technology to enhance effective and extensive delivery of wide range of value added products and services. Since the completion of the consolidation programme in December 2005, surviving Nigerian commercial banks have keyed in on electronic banking using the internet as a veritable medium to promote and deliver wide range of products. The quality of a bank website has also provided a niche for distinguishing one bank from its competitor; Ovia (2001) Ayo et al (2007) and Auta (2010) . Apart from its impact on service delivery, there is also a tendency among Nigerian commercial banks to perceive the use of e-banking platform as a means for gaining acceptance in operation (customer brand loyalty) and a catalytic tool for enhancing performance. Vital benefits of internet banking apart from enabling banks to expand their reaches include opportunities for promoting products and services round the access to product, greater awareness and visibility to customer at no additional cost, lower cost of operating branch network given reduced staff overhead and enhanced efficiency. According to Mohammed and Saad (2011) the roles of banks as medium for enabling payment transaction and growth in commerce have been greatly enhanced recently by the development in communication system infrastructures thus making it possible to design myriads of financial products and services which are delivered through electronic banking. In particular Nigerian banks have reported an enlarged range of services that rapidly and accurately meet the needs of customers; Auta (2010) .
The perceived opportunities and benefits that banks expect from internet notwithstanding, the medium is influenced by many challenges and limitations to the consumers as it involves some level of cost, awareness, knowledge and skill to operate as well as availability of mobile connectivity. Mobile connectivity according to Raji and Adeyemo (2008) refers to a form of electrical communication involving the processing, sending and receiving of information by electrical means. It is a medium for the exchange of information between two parties through fixed wire, fixed wireless and mobile services; Jochen (2000) . Two major types of internet connectivity are found in sub-Saharan Africa (Nigeria inclusive), these are wired and wireless connection; IIC Africa (2013). The one applicable to the present study is the wireless or radio connection which entails any four of the following connections; namely Wireless Local Loop (WLL), Global System for Mobile Communication (GSM), Code Division Multiple Access (CDMA) and Worldwide Interoperability for microware Access (WiMax).
The last nine years have witnessed tremendous growth in internet adoption globally whether for banking or in other sectoral developmental purposes and noticeably "big gap" exists in internet adoption between the developed and developing countries. This significant gap otherwise referred to as "Digital divide" also extend to usability even within each developing nation as the ratio of mobile users (voice transmission, to internet users for data transmission) was low given about five times more of the former than for the latter. Such widening gap in usage can only be explained due to network connectivity as well as other factors; ranging from illiteracy, technophobia, poor access to power supply, high cost of usage, regulatory and infrastructural inadequacies. For instance EFina (2014) found that while 11.9million Nigerians (constituting 12.7%Nigerian adults) have information of mobile money, (with 36.8% citing television source, about 87.3% are not aware and only a paltry 0.8% of those with its knowledge currently adopt mobile payment system. In addition majority of mobile money users employed the services for airtime purchase (42.12%), 20.2% for sending money, 14.4% for receiving money, and 8.8% paying for goods and services, and 7.1% for paying bills.
Myriads of studies carried out on the relationship between e-banking adoption and bank performance indicate mixed evidences exist that linked positive financial performance to bank internet adoption. There are even some that reported negative impacts while there are others still that found no significant impact; Furst et al (2000) , Hassan et al (2005) Egland et al (1998) and Al-Samad et al (2011) . It is particularly noteworthy that relative dearth of empirical studies exist for the Nigerian case especially as regard the impact of e-banking on bank services and subsequent transformation of such into bottom-line performance. The present study is an attempt to examine the extent of relationship that exist between bank service quality, mobile connectivity and internet banking adoption by selected Nigerian University students in Oyo-state, Nigeria. Specifically, the study attempt an evaluation of relationship between bank services quality, availability of mobile connectivity and adoption of internet banking among university students in Oyo state, Nigeria as well as undertakes a supply side analysis of relationship between bank technology investment and financial performance.
LITERATURE REVIEW
Evolutionary phases of virtual banking according to Shekhar and Shekar (2013) can be classified into three namely; the inception phase wherein technology in its infancy was being introduced; the growth phase wherein the application and the technology is increasingly available to customers and maturity stage where the application is in widespread use and institutions not offering such application are likely to be disadvantaged. Nigeria banks websites development is already in the third phase of development and according to Chiemeke et al (2006) citing and expanding the work of Diniz (1998) are designed in line with the United States model with preference for four (4) major functionality. These are Information Delivery, Transaction Channel, Customer Relationship and Security Measure each of which can be evaluated based on three levels of interactivity; namely Basic, Intermediary and Advanced. The operational features of the third phase are encapsulated in the model in Fig. 2 Several attempts made to conceptualize the term internet banking have variously referred to it as either an employment of a remote delivery channel in performing banking services or an automated delivery of new and conventional banking products and services directly to customers through electronic interactive channels; Furst et al (2000) ; Kricks (2009) and Auta (2010) . From the customers satisfaction perspective; it has been viewed as an automated process which has transformed traditional models of banking to ensure real time access, reduced operational cost for maximum efficiency in service delivery; Ovia (2001) Pyuan et al (2002) and Gonzalez (2008) . Other definitions can also be found in Ovia (2005) and Oginni et al (2013) where internet banking is referred to as the provision of banking services to customers through internet technology or as the use of intelligent devices through the internet to effect banking operation (most especially the provision of retail and small value banking products and services).
According to Mols et al (1999) the acceptance and continued use of internet services otherwise referred to as internet diffusion or adoption in banking; is more determined by customers" acceptance than by the sellers" (bank) offerings. O" Connell (1996) also demonstrated that the explanation for slow growth in internet adoption is more dependent on security issues and lack of knowledge about the availability of such service. On these bases Wallis (1997) opined that internet adoption as a new technology by customer depends mainly on awareness, ease of use, safety and security, cost of usage, level of technical skill and availability of computer facilities and access to the internet.
Among the many academic attempts undertaken to identify and classify factors influencing technology innovation adoption include those by Rogers (1983) and Kim Gallier 2004) who adopted stratification under selected characteristics. Tornatzty and Fleischer (1990) identified different innovation influencing factors which are categorized under organizational technological and environmental determinants while Kimberly and Evarisko (1981) identified three groups of predictors of innovation; namely characteristics of leaders, organization and environment. In many of these previous attempts the influence of environmental factors comprising pressures from customers Several theories have also been postulated by researchers to explain the basis for consumers" intention to adopt internet banking. Two of the models often cited by previous researches as been most relevant in explaining technology adoption are Rogers (1983) Diffusion of Innovation (DOI) and Davis (1989) Technology Acceptance Model Technology (TAM) both of which indentified specific attributes or determining success factors influencing internet adoption. However the one that is most relevant to the present study is TAM which was originally propounded by Davis, (1989) and expanded by Rogers (1995) who proposed five basic characteristics of innovation to explain technology adoption rate; namely Relative Advantage, Compatibility, Complexity, Triability and Observability.
TAM according to Ayo (2008) is an information system theory model of how users come to accept and use a technology while Abdul Kabeer (2013) adapted four theoretical constructs namely Perceived Usefulness (PU), Perceived Ease of Use (PEOU), Perceived Credibility (PCRED) and Convenience (CONV) as significant parameters to explain adoption of internet banking among students of higher institutions in Pakistan. Academic studies on factors influencing successful adoption of internet for payments either through mobile or e-payments system abound. These factors according to Shon and Swatman (1997) cited in Gholami & Ogun (2009) are in line with Davis (1989) and Rogers (1995); but paramount among these is the Perceived Ease of Use (PEOU) which according to Tomatzky & Klein (1983) and O"Callaghan (1992) refers to the expected benefits an individual hopes to receive from adopting a technology. PEOU according to Gholami & Ogun (2009) include cost reduction, availability and safety among others, while Kyara Bukar 2008 also include convenience in e-payments through availability of network.
More than the two previously emphasized attributes i.e. PEOU and Convenience, in matter relating to financial transactions, issues of Trust and Security also influence the credibility consideration in decisions that relates to adoption of internet banking for payment services. The attributes of credibility according to Havinga et al (1996) and Mahoney et al (2002) is of greater concern as customers also rely on the ability of the bank making available the avenue to ensure that transfer of data or information can be actuated free from the activities of hackers. Other academic works have also adopted similar parameters and in many instances augment the existing model by examining additional factors such as Acceptability, Perceived Benefits, Accessibility, Social Influence, Perceived Risk, Quality of Internal (Website) Connection, Users Technical Skill, Resistance to Change, Mobile Service Quality, Reliability of internet usage among others factors determining user"s adoption of internet for banking transactions. These factors are summarized in Figure 1 .0 below:
METHODOLOGY
The research design adopted in the study involved both survey and secondary strategy, given the exploratory and descriptive nature of the research involved. The approach becomes imperative as a means for enabling collection of required data from the target population in an economical way. Data collection is therefore both primary and secondary.
The study focused on University Students Perceived adoption of Internet as a means of access to bank services was motivated by dearth of academic work in this area and the common complaint of mobile connectivity as a major challenge. The populations of the study consist of all students in the five (5 Convenience sampling method which is a non-probability sampling involving drawing a sample from part of population nearest to the researcher is adopted in selecting six hundred (600) University Student-bank customers for the administration of a structured questionnaire. Out of this number only five hundred and fifty (550) were duly completed and returned in a useable form. A self-administered questionnaire that consist of two sections; demographic information such as gender, level and programme of study and (B) which relates respondents" opinion on the relationship between selected independent variables such as Perceived Ease Use (PEOU), Perceived Credibility Attributes (PCA); and Convenience (CONV) with the dependent variable being Perceived Usefulness (PU) The study variables were measured using a multi-item five point likert Scale ranging from strongly disagreed (I) to strongly Agreed (5) to denote level of respondent opinion on each of the questionnaire items most of which were adapted from Goodhue and Thompson (1995) , Venkatesh and Morris (2000), Wang et al (2003) and Cunningham et al (2005) . Independent variables of the study include Quality of bank website, bank technology investment student bank customer loyalty to a bank brand, technology skill acquisition, bank service delivery, security, trust and technophobia. The apriori expectation of the study is that independent variables will influence the dependent variables i.e. intention to adopt internet banking among university students in the study area.
Based on the conceptual variables identified and the research hypothesis presented in section one above, the model below represent the relationship of the constructs identified in the literature. Model (1995) The model posit that internet adoption by university student bank customers in the study area i.e. Oyo State Nigeria will be influenced by adoption attributes presented as independent variables in the above model and equation 2.1 below: PU = f (PEOU + PCRED + CONV + e) (2.1) Where the terms are as described in the model above.
Fig2.0. Research Model -An Adaptation of Rogers
Collected data were analyzed using both the Pearson Product Moment Correlation and the Multiple Linear Regression Analysis using STATA 11 to ascertain whether the independent variables explain the variance in the dependent variable (i.e. behavioural intention to adopt internet banking services) at a significant level.
RESULT AND DISCUSSION
Demographic profile of students for the study includes gender, age group, school type and program of study. Table 4 .1 presents the demographic characteristics of the sampled students. Gender distribution is dominated by Male 58% to female 42% while majority of the respondent are of the age bracket 25years and below. The breakdown of school type indicate majority are from State Universities 55.5% while Engineering and Technology provided the bulk of the student respondents in term of programme of study. 
Perceived Ease of Use [Hypothesis 1 (H o1 )]
Hypothesis one is a test of relationship between adoption of Internet Banking (aib) and Usage attributes as a means of evaluating customers" Perceived Ease of Use. Seven (7) technology usage attributes namely website quality (wsq) quality of mobile connectivity (qmc) mobile service quality (msq) Loyalty to bank brand (lbb) Technical Skill acquisition (tsa) bank service quality (bsq) and bank service quality are related. Findings based on a regression result was R 2 = 95.68% (0.9568); an indication of high predictive power of the independent variables to determine the extent of variation in the adoption of internet banking. Out of the seven explanatory variables adopted to determine the extent to which variation in dependent variable (aib) can be explained only (2) two are significant at 5% (0.05), namely Service Quality (sq) (p-and t-values at (0.00)12.5) and Trust (0.00)5.89 with technophobia being marginally significant at 10% given p-and t-value of (0.097) 1.66. Both Cameron and Trivedi decomposition of IM-Test and marginal effects after regression gave Y=2.206, an indication that the values of independent variables are well fitted and can be used to predict the dependent variable i.e. adoption of internet banking (aib).
A pair wise correlation analysis conducted to determine the power of the seven (7) explanatory variables in predicting changes in the dependent variables found four (4) of the variables (i.e. Service Quality (sq) Trust, Loyalty and Technophobia) to be significant at 5% level of significance; thus buttressing the regression results presented in Table 4 .3. 
Pooled OLS Regression Analysis of Relationship between Adoption of Internet Banking and Attributes of

Perceived Credibility Attributes Hypothesis 2 (H o2 )
In order to test the influence of credibility attributes on mobile service connectivity as attributes of usefulness such as technical skill acquisition (tsa); Service quality (sq), Security and loyalty to bank brand (lbb) are regressed against respondents" opinion of perceived of credibility using quality of mobile connectivity (qmc) as surrogate. The overall predictive power of a tested regression model indicated R 2 =0.954, Adjusted R 2 =0.953 with P>F value=0.000.; implying a highly significant nature of the predictive power of the explanatory (credibility) variables as determinants of customers" perception of the quality of a bank website quality. Apart from the significant predictive power of the independent variables an examination of each of the explanatory variables indicate that only two them; namely loyalty to bank brand (lbb) with t and p values of 7.73(0.000) and Technical Skill Acquisition (tsa) 4.06(0.000) have significant predictive influence on website quality. (1) An attempt to evaluate the effectiveness of bank technology investment on financial performance was undertaken in table 4.8 below using both multiple regression and correlation analysis. Five bank specific performance variables namely equity, total capitalization, deposit; and profit and investment in ICT for selected banks were analysed for relationship. A multiple regression of the variables using equity as in dependent variable and four explanatory variables imply that changes owners equity are predictably based on profit, deposit. ICT investment and total capitalization as independent variables. In particular three of the explanatory variables i.e. I.C.T. investment; level of Capitalization and deposit are significantly related to equity at 5% level of significance. A pair wise correlation analysis undertaken further buttressed the significance of these variables with regard to the level of total-asset especially with respect to equity and I.C.T. investment. On the basis of the findings the study reject the null hypothesis that state no significance relationship exist between technology acquisition and bank financial performance. 
As in hypothesis one
SUMMARY AND CONCLUSIONS
The study evaluated the relationship between bank service quality, Mobile connectivity and adoption of internet banking among selected University Students in Oyo State, Nigeria. Specific objectives of the study include an examination of the relationship between bank service quality, availability of mobile connectivity and adoption of internet banking among sampled university students in Oyo state, Nigeria. A supply side analysis of the relationship between technology investment and bank financial performance was also undertaken. Four hypothesis postulated in their null form are tested for significance using both regression and correlation analyses. Findings from the study based on a regression result (R 2 = 95.68%) indicate a high predictive power of such independent variables as Service Quality, Trust and Technophobia as significant variables determining Perceived Ease of adoption of internet banking while similar attributes also have significant predictive influence on website quality. These findings are in line with Goodhue and Thompson (1995) , Venkatesh and Morris (2000) , Wang et al (2003) and Cunningham et al (2005) where these attributes are adopted with significant results. The study also found explanatory power of such variables as technical skill acquisition (tsa); Security loyalty to bank brand (lbb) and technophobia (i.e. fear of not fully understanding technology involved) as significant predictive influence determining credibility and adoption of internet banking by bank students customers in the study area. There exists a convergence between these findings that attributes of perceived usage as significant indices of credibility in Technology adoption and similar academic work by Havinga et al (1996) and Mahoney et al (2002) .
Based on these findings the study concludes that relationship exists between bank service quality, mobile connectivity and internet banking adoption among selected Nigerian University students in Oyo-state, Nigeria. The study also conclude that high predictive influences exist between bank services quality, availability of mobile connectivity and adoption of internet banking among sampled university students in the study area.
RECOMMENDATIONS
On the basis of the findings the study recommends among others the needs for Nigerian banks to provide some levels of users education in terms of procedures involved in the adoption of internet for accessing bank services. Given the correlation between bank technology investments, deposits and earnings, there is the needs for Nigerian banks to enter into some partnership arrangement with service providers with a view to managing costs and quality of mobile connectivity into their website. The existence of a high level of relationship between attributes of service quality, security, trust and mobile connectivity emphasized the necessity for pulling in place an enduring and workable policies by the government and its agencies with a view to improve the quality of mobile services available in many Nigerian cities.
